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Summary 
Motivation & problem description - The concept of Corporate Social Responsibility (CSR), 
which can be defined as “company activities – voluntary by definition – demonstrating the 
inclusion of social and environmental concerns in business operations and in interactions with 
stakeholders” (van Marrewijk, 2003, p. 102),  receive growing attention in the media and in 
the corporate and academic world. Due to strong growth of communication technology 
consumers have better insight in what happens in the supply chain. As a result, consumers 
keep companies accountable. Many companies reacted by developing CSR activities.  
In general, consumers respond positively to these CSR initiatives. However, their support 
is not equal for every initiative. Existing literature cannot explain why consumers prefer one 
form of CSR while rejecting another. By doing in-depth personal interviews,  Green and 
Peloza (2011) suggested that consumers judge CSR based on the value they perceive. While 
consumer perceived value (CPV) has high explanatory power for consumer behaviour 
(Sweeney & Soutar, 2001), only a few studies actually measured CPV for CSR initiatives. 
This gap in literature makes it difficult for managers to use CSR as marketing tool. This study 
will measure CPV for CSR initiatives to have a better understanding how consumers are 
motivated by different forms of CSR.  The context of the food industry is chosen because 
food is a fundamental part of everyone’s life and is one of the most influential behaviour 
domains (Kaiser, Doka, Hofstetter, & Ranney, 2003).   
 
Methodology - As we aim to do a more precise measurement of CPV, a qualitative study is 
chosen. A conceptual model is constructed and three different forms of CSR (philanthropy, 
business-practices and product-related CSR) are the independent variables. Consumer 
responses are the dependent variables. This relationship is tested for mediation by emotional, 
social and functional value. To be able to manipulate the form of CSR, a 2x2x2 scenario 
based experimental design is used, whereby the form of CSR is manipulated. To reach Dutch 
consumers, a questionnaire was sent out. In total 524 completed questionnaires are received. 
For data analysis, structural equation modeling (SEM) in SmartPLS 2.0 was used because of 
its efficiency in assessing multiple and interrelated relationships simultaneously and because 
it can estimate complex models (Henseler, Ringle, & Sinkovics, 2009). 
 
Results - The results indicate that all three forms of CSR deliver emotional value to 
consumers. Social value was only generated by business-practices (fair trade). Furthermore, 
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philanthropy (cash donations) provides functional value-healthiness. For CSR in the form of 
business-practices (fair trade) no link with functional value was expected, but the results show 
that it provides functional value-price. Product related CSR (organic food) provide functional 
value-healthiness to consumers. Concerning the link between perceived value and consumer 
responses; all four types of consumer responses are related to emotional value and functional 
value price. Social value is only related to word-of-mouth and purchase intention. 
All relations between the form of CSR and consumer responses are mediated by emotional 
value. Functional value-price mediated the relation between fair trade (business-practices) and 
consumer responses. Finally, the relation between organic food (product-related CSR) and 
willingness-to-pay-more is mediated by functional value-healthiness. 
 
Discussion & conclusions - All forms of CSR have a significant and strong link to emotional 
value. Social value was only generated by fair trade, not by cash donations and organic food. 
This is remarkable because based on the idea that behaving responsible would give a positive 
impression to other people it was expected that all three forms of CSR delivers social value. A 
plausible explanation is that social value mainly occurs with visible products (e.g. hybrid car). 
The weak but significant relation between cash donations and functional value-healthiness is 
remarkable; a company donating cash to charity does not make the food healthier. This 
requires further research. Further, it was not expected that fair trade has a significant and 
positive link to functional value-price. A possible explanation can be that consumers see fair 
trade as a good deal because they know suppliers also receive a fair price for their products. 
So a good price for the product is not the same as the lowest price for the product. The finding 
that organic food provides functional value-healthiness was expected, however there is a lack 
of evidence that organic food is indeed healthier (Smith-Spangler, 2012).  
Finally, this study identified emotional value as an important mediator, supporting the 
multi-dimensional view whereby next to rational arguments also emotional arguments play a 
role; buying decisions are strongly influenced by affective arguments. 
 
Implications - Literature has conflicting views on what is important to consumers. This thesis 
indicates that next to rational arguments, buying decisions are influenced by affective 
arguments. The results show the complexity of value generation of different forms of CSR. It 
supports the critique that “one solution fits all” is not available. For managers, this research 
may help to define promotion activities; to convince consumers to buy their products, they 
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can refer to the idea that buying from them is ‘doing good’ (warm glow) as well as 
economical. 
 
Limitations and future research - A limitation of this method is that it is artificial; the 
company described in the scenario is not real and the consumers are not really buying the 
products. Future research could replicate this study in a different culture. This research 
focused on Dutch consumers, while perceived value can be different in other cultures 
(Ramasamy & Yeung, 2009). Next, perceived value can also change in time, so it could be 
interesting to replicate this study in a few years from now.  
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1. Introduction 
 
1.1   Motivation 
Citing a few recent headlines from the international news channel CNN: ‘Poor conditions 
continue at Apple’s China supplier’, ‘Should you feel guilty buying your iPhone?’ and ‘EU 
health chief aims to restore confidence after horse meat scandal’.  
These examples illustrate that due to the strong growth of communication technology, the 
media enables stakeholders to have a much better insight in what happens in the supply chain. 
As a result, issues such as poor working conditions, child labour and environmental damage 
are now visible for customers, governments and non-government organizations (NGOs). 
Because of this, stakeholders (internal and external) hold focal companies, the brand-owning 
companies which rule the supply chain, accountable for what happens in their supply chain. 
(Andersen & Skjoett-Larsen, 2009; Awaysheh & Klassen, 2010; Seuring & Müller, 2008). 
 
Due to these developments, focal companies have external pressure and incentives to practice 
Corporate Social Responsible (CSR). Although there is not one universally agreed definition 
(Kakabadse, Rozuel, & Lee-Davies, 2005), CSR can be defined as: “Corporate Social 
Responsibility refer to company activities – voluntary by definition – demonstrating the 
inclusion of social and environmental concerns in business operations and in interactions with 
stakeholders” (van Marrewijk, 2003, p. 102). 
 
The reason for companies to practice CSR can vary. Pressures and incentives come from 
different groups, whereby two groups are of main importance; namely customers and 
governments. Customers are important because they need to buy the products or services. If a 
company does not act in an environmentally and socially responsible manner, this can 
dramatically damage their reputation and brand. Governments are important because of the 
regulation they install to force companies to practice sustainability (Awaysheh & Klassen, 
2010; Seuring & Müller, 2008).  
Next to these pressures for sustainability, it also provides opportunities for companies. 
Companies can use CSR as a way to build competitive advantage which is hard to copy 
(Markley & Davis, 2007). Furthermore, recent research shows a positive relationship between  
CSR and consumer attitudes towards the company and their products (Sarkis, 2001). CSR is 
an opportunity for companies to differentiate them from competition and to build a reputation 
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that the company is reliable and honest (Markley & Davis, 2007; McWilliams & Siegel, 2001; 
Sarkis, 2001). 
 
As a reaction to these pressures and incentives, companies have developed different forms of 
CSR. Although existing research has shown that these CSR practices are rewarded by 
consumers with a positive view on the company and a willingness to pay higher prices by 
some consumers (Ha-Brookshire & Norum, 2011), their support is not equal for every 
initiative.  
As stated in a qualitative research done by Green and Peloza (2011, p. 49), “Although is 
perhaps assumed that consumers generally respond positively to ‘good’ acts performed by 
companies, their support is not equivocal. For example, a consumer may not be motivated to 
support McDonald’s because of their work with Ronald McDonald Children’s Charities, nor 
due to their work to green their supply chain. They may, however, be highly motivated to 
support the firm because of the healthy products it now offers on its menu. This example 
demonstrates the complexity in the consumer response to CSR, and the potential motivators 
behind consumer behavior.” Their research suggests that consumers judge every CSR 
initiative that is presented to them based on the value it can add for them; consumer responses 
depend on how CSR is manifested (Green & Peloza, 2011).  
 
1.2   Problem description and research question 
The research mentioned above from Green and Peloza (2011) is a qualitative study. They 
performed 30 in-depth personal interviews with consumers in North America. They found that 
CSR can provide emotional, social and functional value to consumers which may explain why 
consumers value one form of CSR and reject another form of CSR. In their study they call for 
more explicit and precise measurement of value which consumers receive in return. This call 
for  research was also done by Chi and Kilduff (2011) and Lin and Huang (2012). 
Understanding the mechanism how different forms of CSR create (or destroy) value for 
consumers is critical because the underlying meaning and motivation of consumption may 
depend on consumption values (Lin & Huang, 2012). Without understanding what motivates 
consumers, it is hard to use CSR as marketing tool (Maignan, 2001; Schmeltz, 2012; Sen & 
Bhattacharya, 2001). Although this importance, only very few researchers measured the value 
consumers perceive from different forms of CSR. Exceptions are Koller, Floh, and Zauner 
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(2011) and Lin and Huang (2012) who measured consumer perceived value from green 
products.  
 
The problem can be described as “Due to insufficient precise measurement of value 
consumers receive from different CSR initiatives, there is a lack of understanding of which 
CSR initiatives provide value to consumers, which makes it difficult to use CSR as marketing 
tool.” 
 
To fill this void in literature, this research will focus on the following research question: 
 
How does the form of CSR impact consumer perceptions of value and how does this 
perception impact consumer response to CSR? 
 
This research question can be divided into a number of sub questions: 
- Which form of CSR delivers value to consumers? 
- What is the relation between perceived value and consumer responses? 
- What is the role of perceived value in the link between CSR and consumer responses? 
 
1.3 Contribution  
 
Academic contribution 
This study contributes to the literature in different ways. Green and Peloza (2011) performed 
a qualitative study to understand how CSR can enhance the value proposition for consumers. 
They called for more precise measurement of the value that consumers receive in exchange. 
Hence a quantitative study of the value consumers receive in return was carried out.  
This study also incorporates three different forms of CSR simultaneously. The theory of 
consumption values was adopted (Sheth, Newman, & Gross, 1991). We will measure the 
value that consumers perceive from different forms of CSR. Consumer perceived value is an 
excellent predictor of marketing outcomes according to  Sweeney and Soutar (2001). 
We focus on the food industry in contrast to previous research measuring consumer 
perceived value.  
  
8 
 
Managerial contribution 
This study can help practitioners to give them insight in what they should communicate to 
consumers. It helps them to use CSR as a marketing tool (Maignan, 2001; Schmeltz, 2012). 
As mentioned by Sen and Bhattacharya (2001, p. 238) “managers may want to research a 
variety of CSR initiatives and select those that enjoy the highest and most widespread support 
among key customer segments”. For practitioners and policy makers it will help to predict and 
explain what motivates consumers to make specific choices (Lin, Huang, 2012), which help 
them in decision making about allocation of their (constraint) resources to CSR initiatives. It 
can help managers to determine how they can provide the desired value to their customers. 
Knowing how to add value for the customers is crucial for a company because the added 
value will determine its success (Chi & Kilduff, 2011).  
 
Timing 
Important to note is the timing of this research. At the time of writing, world and especially 
Europe, is facing hard economic times. As mentioned by Green and Peloza (2011, p. 49), in 
economic adversity, consumers are more focused on price and value, so “it is the perfect 
opportunity to examine how CSR motivates (or does not motivate) consumers”.  
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2. Literature research and hypotheses development 
 
To answer the research question, we first need to explore the concept of CSR (§2.1): what is 
CSR? How is it related to other concepts such as sustainability, and which forms of CSR do 
we use for this study? As we want to measure the perceived value consumers receive from 
CSR, §2.2 will discuss the meaning of value, the theory of consumption values and it will 
explain in more detail why it is important to understand how value is generated. In §2.3 the 
existing literature about the relation between CSR (§2.1) and CPV (§2.2.) will be discussed. 
Based on existing literature, hypothesis will be developed. Finally, the relationships between 
all constructs will be visualized in a conceptual research model (§2.4).  
 
2.1 Concept of CSR 
 
What is CSR?  
Definition 
Nowadays, the idea that companies have responsibilities towards society beyond that of 
making profits is commonly accepted (Carroll & Shabana, 2010). The literature on this 
subject already started in the 50s and since then different management concepts have been 
developed. One of these concepts is CSR. Although CSR is a widely accepted term, there is 
no unambiguous answer to the question ‘what is the meaning of CSR?’ (Carter & Rogers, 
2008; McWilliams & Siegel, 2001). 
Although the lack of an undisputed definition, the differences between the definitions are 
limited; they largely describe the same phenomena (Andersen & Skjoett-Larsen, 2009; 
Dahlsrud, 2008). Dahlsrud (2008) studied how CSR is defined in existing definitions. He 
found that out of the many definitions, five dimensions can be identified.  Namely a social, 
environmental, economic, stakeholder and voluntariness dimension.  
The definition formulated by van Marrewijk (2003, p. 102) was adapted by this study 
because it contains these five dimensions. He interprets CSR with following definition: 
“Corporate Social Responsibility refers to company activities – voluntary by definition – 
demonstrating the inclusion of social and environmental concerns in business operations and 
in interactions with stakeholders”. 
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Problem with definition 
Beyond this general and slightly vague definition, the interpretations of CSR differ vastly 
(Halme & Laurila, 2009). “The CSR definitions are describing a phenomenon, but fail to 
present any guidance on how to manage the challenges within this phenomenon. Therefore, 
the challenge for business is not so much to define CSR, as it is to understand how CSR is 
socially constructed in a specific context and how to take this into account when business 
strategies are developed.” (Dahlsrud, 2008, p. 6). There is no ‘one solution fits all’ available, 
meaning CSR is context specific (Dahlsrud, 2008; Maloni & Brown, 2006; van Marrewijk, 
2003). As a result companies find it hard to determine their role and how they should practice 
CSR in their company (Carter & Rogers, 2008). 
 
CSR in perspective 
This study is about CSR, but other concepts like sustainable development, stakeholder 
management and corporate sustainability (CS) are also often mentioned when discussing 
CSR. How are these concepts related and why did we choose the CSR concept? 
CSR has its roots in the stakeholder approach and sustainable development. The starting 
point for the stakeholder approach  was the idea that both a company and its stakeholders 
should benefit from their contributions (Kleine & Hauff, 2009). Later on the social factor 
gained importance in this concept; the link between companies and stakeholders should be 
strengthened. The concept of sustainable development was introduced by the United Nations 
in 1987, by The World Commission on Environment and Development (WCED). Initially the 
idea was a win-win situation by integrating economy and ecology through the efficient use of 
natural resources. Afterwards the social dimension was added to this concept. 
To summarize; the stakeholder approach focuses more on the relation between a company 
and its stakeholders, while the concept of sustainable development has a wider view; aiming 
for a fairer world and more humane future. As interpreted by the European Commission, CSR 
can be seen as a ‘corporate contribution to sustainable development’ (Kleine & Hauff, 2009). 
 
This thesis adapted the concept of CSR because of two reasons.  
First, CSR includes the relation between a company and its stakeholders. As this thesis 
investigates how consumers (stakeholders) value different types of initiatives from 
companies, the concept of CSR is the most appropriate. 
Second, the term CSR is still the most widely accepted and widely spread term in the 
academic and corporate world and it will be hard for companies and policy makers to get used 
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to another term (van Marrewijk, 2003). As mentioned by Carroll and Shabana (2010, p. 86), 
“in the final analysis, however, all these concepts are related, in that they are integrated by 
key, underlying themes such as value, balance and accountability (Schwartz and Carroll 
2008), and CSR remains a dominant, if not exclusive, term in the academic literature and in 
business practice.” 
    
CSR activities into categories 
In practice, CSR tends to be very contextual and sensitive to environmental, organizational 
and even individual specificities (Kakabadse et al., 2005). This can be seen in the enormous 
amount of different CSR activities. To illustrate: Peloza and Shang (2011) identified 177 
different CSR activities. They categorized these activities into three broad categories, namely 
1) philanthropy, 2) business practices and 3) product-related CSR. To illustrate these three 
categories with an example: McDonald’s practices CSR via their Ronald McDonald 
Children’s Charities (philanthropy), via trucks with low pollutions in their green supply chain 
(business-practice) and they practice CSR via their new healthier products it recently added to 
the menu (product-related CSR).  
This categorization is a based on how companies practice CSR (Halme & Laurila, 2009). 
We adapted these categories because it provides guidance to practitioners on how to manage 
CSR challenges.  
 
Philanthropy 
Philanthropy is seen as an important aspect of CSR. It can be defined as ‘an unconditional 
transfer of cash or other assets to an entity or a settlement or cancellation of its liabilities in a 
voluntary nonreciprocal transfer by another entity acting other than as an owner" (Godfrey, 
2005). Philanthropy can occur in different forms, namely cause related marketing (donations 
tied to a sale), cash donations (donations not tied to a sale),  employee volunteerism, 
promotion of a social issue, donations of products, licensing, event sponsorship etc.  
 
Business practices 
This category contains CSR activities with an emphasis on conducting existing business 
operations more responsibly. It focuses on improving the social and/or environmental 
performance of existing business processes (Halme & Laurila, 2009). These business 
practices can be very broad. Some examples are green supply chain management, 
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environmental protection, recycling, reduced packaging, fair trade, employee relations and 
certifying facilities with e.g. ISO14001 (Halme & Laurila, 2009; Peloza & Shang, 2011).  
 
Product-related CSR 
The third category is product-related CSR. This is CSR in the form of product-related 
features. (Peloza & Shang, 2011).  This category of CSR has an impact on the functional 
performance of the product.  Examples are a hybrid car, an energy saving television, organic 
yoghurt, etc.  
 
CSR in context of food industry 
As mentioned by  Kakabadse et al. (2005), how CSR is executed depends on the context. The 
context in this study is the food industry, specifically the chocolate industry.      
CSR initiatives from the food industry were chosen because food is a fundamental part of 
everyone’s life and is, next to mobility and energy use, among the most influential behaviour 
domains (Kaiser et al., 2003).  Next to this, CSR is gaining importance in the food industry 
because of the nature of the product (animal/plant based consumables) and because of the 
complex, labour intensive nature of food supply chains (Maloni & Brown, 2006).   
 
The concrete CSR activities used in this study are cash donations, fair trade and organic food. 
These CSR initiatives are representing respectively CSR in the category of philanthropy, 
business practices and product-related CSR (see table 1).  
Table 1: CSR categories and representing activities used 
 
 
Cash donations is chosen because it is a dominant category of philanthropy (Peloza & Shang, 
2011). Fair trade is a concept established  in the 60s and means “buying products from 
farmers in developing countries on terms that are relatively more favourable than commercial 
terms and marketing them in developed countries at an ethical premium” (De Pelsmacker, 
Driesen, & Rayp, 2005).  Fair trade is an example of a business-practice in which the social 
performance of the purchasing process is improved. Organic food is a very interesting CSR 
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initiative to study because it has the potential to deliver all three types of value (Green & 
Peloza, 2011). Fair trade and organic food are chosen as CSR initiatives because these topics 
receive growing attention in the media and in the academic and corporate world.  
 
2.2 Concept of Consumer Perceived value: Why we buy what we buy 
 
Meaning of value 
Out of the several definitions describing ‘value’, the definition from Zeithaml (1988, p. 14) is 
commonly used. She defined perceived value as “the consumer's overall assessment of the 
utility of a product based on perceptions of what is received and what is given.”  This is a 
one-dimensional construct: ‘simply a trade-off between benefit and sacrifice’.    
An opposite research stream is the so-called multi-dimensional approach which takes not 
only utilitarian values (rational, functional) into account, but also hedonic values (emotional, 
affective) (Sánchez-Fernández & Iniesta-Bonillo, 2007).  They criticize the one-dimensional 
approach as being too narrow and simplistic and argue that customer value is more than just a 
trade-off between price and quality (Sheth et al., 1991; Woodruff, 1997).  
Although these approaches are different, they are not completely different and are not in 
conflict with each other. However, the multi-dimensional approach does more justice towards 
the complexity of consumer perceived value which is more than an economic trade-off;  
several intangible and emotional factors play a role in explaining customer choice (Sánchez-
Fernández & Iniesta-Bonillo, 2007). As stated by Sweeney and Soutar (2001, p. 216) “The 
scale demonstrates that consumers access products, not just in functional terms of expected 
performance, value for money and versatility; but also in terms of the enjoyment or pleasure 
derived from the product (emotional value) and the social consequences of what the product 
communicates to others (social value). “  
 
Within this multi-dimensional approach this thesis takes the consumption value theory of 
Sheth et al. (1991) as a theoretical basis because of several reasons. First, the theory can be 
applied to any consumer choice situation, as long as the choice is voluntary, individual and 
systematic. Second, the theory has proved to have excellent predictive validity.  Third, the 
theory was developed with input from different disciplines (economic, social, psychology) 
which gives it “the best foundation for extending value constructs” (Sweeney & Soutar, 2001, 
p. 205). Finally, this theory is reliable and valid within the various stages of the purchasing 
process. (Chi & Kilduff, 2011; Sheth et al., 1991; Sweeney & Soutar, 2001; Zeithaml, 1988) 
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Theory of consumption values 
Within the multi-dimensional approach the consumption value theory, developed by Sheth, 
Newman and Gross in 1991 is a widely used model and may be used to predict, describe and 
explain consumption behaviour. It explains ‘why we buy what we buy’. It explains whether or 
not consumers choose to buy a specific product, why consumers choose one product over 
others, and why consumers choose one brand over another. The theory was developed with 
input from several disciplines such as economics, sociology, psychology and marketing. It 
identifies 5 different types of value, namely functional, social, emotional, epistemic and 
conditional value. When a consumer makes a purchase decision, all these 5 types of value 
may influence the decision making (Sheth et al., 1991; Sweeney & Soutar, 2001). This thesis 
follows Sweeney and Soutar (2001) which excluded epistemic and conditional value because 
they are potentially less important when buying a durable good (Lin & Huang, 2012). 
Functional value is more related to a product or service and emotional and social facets are 
more related to an individual’s self-perception (Koller et al., 2011). 
 
Functional value is about the functional, physical attributes of the product/service. This 
functional attributes are the price and quality (reliability and durability) components of the 
product and are traditionally the main driver for a consumer’s choice: consumers make a 
trade-off between the price and perceived quality. This is an economic trade-off whereby 
consumers try to balance the benefits and costs (Lin & Huang, 2012; Sheth et al., 1991). 
 
Social value is the perceived utility acquired from an alternative association with one or more 
specific social groups. It refers to the value consumers receive if the product/service is 
congruent with the norms of the consumer’s friends and social environment and/or with the 
image the consumer wishes to emit. It enhances the consumer’s social self-concept concerned 
with symbolic value. Social value is mainly applicable to visible products such as cars or 
mobile phones (Sánchez-Fernández & Iniesta-Bonillo, 2007; Sheth et al., 1991). 
 
Emotional value is the perceived utility acquired from the capacity of an alternative to arouse 
feelings or affective states. These feelings can be positive (confidence or excitement) or 
negative (fear or anger). Some examples of emotional responses are the excitement and fear 
of a tour in a rollercoaster, a romantic film or the emotional value consumers have with their 
car. Emotions play a role in almost every purchasing decision (Lin & Huang, 2012; Sánchez-
Fernández & Iniesta-Bonillo, 2007; Sheth et al., 1991). 
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Importance of value 
Value creation has been an important topic for researchers and practitioners.  It is an 
important source of competitive advantage (Kantamneni & Coulson, 1996) and as stated by 
Yonggui Wang (2004, p. 171) “Delivering superior customer value is now recognized as one 
of the most important factors for the success of any firm now and in the future because it has a 
significant impact on the behavioural intentions of customers and because it has an important 
role in providing managers with insights into how to achieve superior CRM performance.”  
 
The perceived value of consumers is even more important than consumer satisfaction. The 
reason for this is that consumer perceived value (CPV) is generated during the complete 
purchasing process, so both during the pre-purchase as post purchase stage, while consumer 
satisfaction mainly occurs in the post purchase stage. This means that value perceptions can 
occur even without actual buying or using the product or service. (Chi & Kilduff, 2011; 
Sweeney & Soutar, 2001; Zeithaml, 1988) 
While the importance of consumer perceived value is very clear in both the academic and 
the corporate world, the topic has received increasing attention only recently (Sánchez-
Fernández & Iniesta-Bonillo, 2007). This shows that the topic of consumer perceived value 
needs further research to better understand the motivations why consumers buy what they buy 
(Chi & Kilduff, 2011). 
 
2.3 Hypotheses development 
 
Impact of CSR in the form of philanthropy on consumer perceived value 
Corporate philanthropy is a traditional form of CSR; it is even one of the oldest forms of CSR 
(Patten, 2008). The activities within the philanthropy category, such as cash donations, are 
“outside of the firm’s immediate business and no direct business benefits are sought from 
them. They are extra activities, not a part of the core business”  (Halme & Laurila, 2009, p. 
329). So philanthropy, such as cash donations, does not provide a direct benefit for the 
customers; in other words, it does not provide functional value to consumers. Although 
limited study has been done about how consumers perceive philanthropy (Ricks Jr, 2005), 
existing research indicate that philanthropy in the form of charity or cash donations will 
provide something in return ; namely a ‘warm glow’ (Andreoni, 1989) and social approval 
(Harbaugh, 1998; Holländer, 1990). This ‘warm glow’ is the emotional value it provides to 
consumers and the social approval is the social value it provides in return. These findings are 
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also suggested in the  qualitative study of Green and Peloza (2011) which states that the 
traditional form of CSR in the form of philanthropy delivers mainly emotional and social 
value to consumers. For companies philanthropy can support in building a company’s 
reputation and improve the intangible assets such as loyal customers (Godfrey, 2005).  
 
H1a: CSR activity in category of Philanthropy is positively related to perceived emotional 
value 
H1b: CSR activity in category of Philanthropy is positively related to perceived social value 
H1c: CSR activity in category of Philanthropy is unrelated to perceived functional value 
 
Impact of CSR in the form of business-practices on consumer perceived value 
CSR activities in the category of business-practices have a focus on improving the social 
and/or environmental performance of existing business operations (Halme & Laurila, 2009). 
The connection between functional attributes (such as price and quality) and CSR activities 
are limited, meaning it is “not be expected to have much impact on more functional, 
performance-related considerations” (Hoeffler & Keller, 2002, p. 79). So this form of CSR is 
expected to generally provide emotional and social value to consumers.  
 
H2a: CSR activity in category of business-practices is positively related to perceived 
emotional value 
H2b: CSR activity in category of business-practices is positively related to perceived social 
value 
H2c: CSR activity in category of business-practices is unrelated to perceived functional value 
 
Impact of CSR in the form of product-related CSR on consumer perceived value 
CSR activities in the category of product-related features are not often studied in previous 
research but it provides the broadest spectrum of value to consumers (Green & Peloza, 2011; 
Peloza & Shang, 2011). Very few studies actually measured the consumer perceived value of 
CSR. One of them is a study of Koller et al. (2011) who found that ecological value (in the 
form of a hybrid car) provides social, emotional and functional value to consumers.  
Organic products are an interesting CSR activity to examine because it has the potential for 
each form of CSR (Essoussi & Zahaf, 2008; Green & Peloza, 2011). Consumers buy organic 
products because they believe organic food is healthier, more nutritious and safer. Also no 
chemicals are used, organic farming is better to the environment, and tastes better than 
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conventional food (Baker, 2004; Essoussi & Zahaf, 2008). Hence a positive link between 
product-related CSR (represented by organic food) and social, emotional and functional value 
is expected. 
 
H3a: CSR activity in category of product-related CSR is positively related to perceived 
emotional value 
H3b: CSR activity in category of product-related CSR is positively related to perceived social 
value 
H3c: CSR activity in category of product-related CSR is positively related to perceived 
functional value 
 
Impact of Consumer Perceived Value on consumer responses 
Only in the last decade a research stream started to examine consumers’ reaction to CSR. The 
first publications came from Creyer (1997), Maignan (2001) , Mohr, Webb, and Harris (2001) 
and Sen and Bhattacharya (2001). In recent years this research stream has expanded and has 
evolved over time.  
 
There are different types of consumer responses to CSR, namely 1) willingness to pay more, 
2) word-of-mouth intentions, 3) purchase intentions and 4) company evaluation (Bhattacharya 
& Sen, 2004; Sen & Bhattacharya, 2001).  
Establishing positive consumer responses is an important goal in the marketing 
community. As consumer perceived value is an excellent predictor of consumer behaviour 
(Sheth et al., 1991; Sweeney & Soutar, 2001),  perceived value is seen as a strong antecedent 
to consumer responses such as e.g. loyalty (Neal, 1999).  The impact of value perceived from 
CSR activities on consumer responses is an understudied link (Koller et al., 2011). Although 
the number of studies measuring the link between perceived value and consumer responses 
for CSR initiatives is very limited, Koller et al. (2011) examined this link and found that 
perceived functional, emotional and social value (represented by a hybrid car) have a positive 
impact on consumer responses. 
 
H4: Emotional value is positively related to a) willingness to pay, b) word-of-mouth, c) 
purchase intention and d) company evaluation 
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H5: Social value is positively related to a) willingness to pay, b) word-of-mouth, c) purchase 
intentions and d) company evaluation 
 
H6: Functional value is positively related to a) willingness to pay, b) word-of-mouth, c) 
purchase intentions and d) company evaluation 
 
H7: The effect of the form of CSR (philanthropy, business-practices and product-related CSR) 
on consumer responses are mediated by consumer perceived value 
 
Not all CSR initiatives are perceived equally by consumers (Du, Bhattacharya, & Sen, 2007).  
Green and Peloza (2011) found that consumers overwhelmingly include functional value in 
their decision making. This form of value also keeps strong during times of recession. So for 
consumers factors such as price and quality are often still the most important decision-making 
criteria (De Pelsmacker et al., 2005; Mohr et al., 2001). Illustrative and supporting these 
findings, is a study of organic food whereby “Consumers are said to develop an interest in 
organic food for their own benefit or that of their family, and only when these health and 
quality needs are satisfied do they embrace wider issues such as the environment and animal 
welfare” (Baker, 2004).  As this study expects that product-related CSR provides functional 
value to consumers (H3c), it is expected that product-related CSR is more strongly related to 
consumer responses compared with philanthropy and business-practices.  
 
H8: Functional value is more strongly related to a) willingness to pay, b) word-of-mouth, c) 
purchase intentions and d) company evaluation compared with emotional and social value. 
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2.4 Research model 
 
Figure 1: Conceptual model 
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3 Methodology 
This chapter focuses on the methods used. It will discuss which research design will be used 
(§3.1), which population will be investigated and how data will be collected (§3.2).  Next, it 
will be discussed how the independent, dependent and mediating variables are operationalized 
in the questionnaire (§3.2-§3.6). Moreover, the data analysis aproach will be explained (§3.7). 
 
3.1 Design 
To test the hypotheses a 2 (philanthropy) x 2 (business-practices) x 2 (product related CSR) 
between-subjects experimental design was used, resulting in 8 different scenarios (figure 2). 
In these different scenarios, the form of CSR was manipulated. As consumers normally have a 
low awareness of the meaning of CSR (Öberseder, Schlegelmilch, & Gruber, 2011), the 
method of experimental design was chosen because it makes it possible to systematically 
manipulate the form of CSR and it enables us to study several experimental variables in 
combination (Oppenheim, 1992).  
In this ‘between-subject’ designed experiment, each respondent is exposed to only one 
scenario. This approach is chosen because its more conservative (Charness, Gneezy, & Kuhn, 
2012) compared with within-subjects design. Disadvantage of this design is that a high 
number of respondents are needed. To be able to reach a high number of respondents, a 
survey was used. Through making use of internet-surveys, automatic randomization can be 
used to make sure that respondents are allocated randomly to the eight different scenarios. 
 
Figure 2: eight different scenarios whereby the form of CSR is manipulated 
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3.2 Data collection and sample 
Data was collected in two ways. One approach was the snowballing technique where a few 
appropriate respondents are located and asked for the mail addresses of others which fit the 
sampling requirements (Oppenheim, 1992). Second approach was to use the panel from 
www.thesistools.com. To stimulate a high response rate, a future incentive in the form of a 
chance to win a price if the questionnaire is returned, is mentioned in the questionnaire. 
 
This study is about consumer responses whereby the presented scenario is about buying food 
(chocolate). As everybody above the age of 18 can buy food and is able to rate evaluative 
questions, the targeted population is everybody above the age of 18 with Dutch nationality. 
The population is limited to people with Dutch nationality because cultural dimensions can 
have an impact on consumer appreciation of CSR (Maignan, 2001; Ramasamy & Yeung, 
2009). 
 
As there is no access to the entire population, data is collected from a sample. Ideally, a 
probability sample should be used. This means that every member of the population has a 
statistically equal chance of being selected. But to carry out such an operation for a population 
of millions, this method “would be extremely cumbersome and expensive” (Oppenheim, 
1992, p. 40). Therefore a convenience sampling technique was used. The minimum required 
sample size is 10-15 participants per predictor per scenario (Field, 2009; Pallant, 2010), so for 
three predictors and eight different scenarios this resulted in a required sample size of 360 
(N=360).   
 
3.3 Constructs 
Independent variables 
In the eight scenarios the form of CSR is manipulated. Three different forms of CSR 
mentioned by Green and Peloza (2011) were adapted for this study, namely philanthropy, 
business-practices and product-related CSR. Peloza and Shang (2011) identified 177 different 
CSR initiatives and allocated these into the three categories. For this study, out of every 
category, one initiative was picked to represent the category in the experiment. For 
philanthropy, it was manipulated whether the company gave cash donations to charity. For 
business-practices, it was manipulated whether the company practiced fair trade. For product-
related CSR, it was manipulated whether the company’s products were organic.  
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Mediators 
To measure perceived emotional value, three items from Arvola et al. (2008) and one item 
from Sweeney and Soutar (2001) are used. For social value, four items from Sweeney and 
Soutar (2001) are adopted. For functional value, existing literature distinguish functional 
value price and functional value quality. To measure functional value price, four items from 
Sweeney and Soutar (2001) are used. They indicate that for non-durable goods, the scale 
functional value quality needs adaptation, so for function value quality three items from 
Lockie, Lyons, Lawrence, and Grice (2004) are used. Next to price and quality, food can also 
provide functional value by health and safety. Therefore, four items from Lockie et al. (2004) 
are used. 
 
Dependent variables 
The dependent variables, for word-of-mouth intentions and willingness-to-pay-more, 
respectively three and two items are used from Jing Zhang and Bloemer (2008). Purchase 
intention was measured with 3 items from Jing Zhang and Bloemer (2008)  and one item from 
Sen and Bhattacharya (2001). To measure company evaluation, three items from Mohr and 
Webb (2005) are used. The three items to check the scenario credibility and realism are from 
Sen and Bhattacharya (2001), Foste and Botero (2012) and Garnefeld, Helm, and Eggert 
(2011). Table 2 provides an overview of all constructs and items.  
 
As the targeted population has the Dutch nationality, the survey is also in Dutch. A double 
back-translation procedure is used with the support of a teacher of English which has the 
Dutch nationality. This approach is to improve the reliability and validity of the survey. 
 
3.4 Questionnaire design 
As the awareness and knowledge of CSR is limited (Bhattacharya & Sen, 2004; Öberseder et 
al., 2011), a fictitious newspaper article was added to the questionnaire (see Appendix 2) to 
explain the meaning of cash donations, fair trade and organic food. Similar to Hofenk (2012), 
participants were asked to first read the news article before reading the company description 
and questions.  
After the news article, a description of the company was given. This description was 
manipulated, meaning the description was different for the eight scenarios (see Appendix 2). 
It describes a company selling coffee, tea and chocolates, whereby the company donates cash 
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to charity (or not), and the company is paying fair prices to their suppliers (fair trade, or not) 
and which products are organic (or not). 
The respondents were asked to rate the items on a 7-point Likert-scale scale, whereby 
score 1 means “strongly disagree” and score 7 means “strongly agree”.   
 
3.5 Pilot 
To test the questionnaire before it is sent out to the respondents, a ‘test flight’ is needed to 
filter out unforeseen problems (Oppenheim, 1992). So a pilot run was done by sending the 
questionnaire to 10 respondents and asking them to provide feedback on the questions, the 
wording, the format and the scenarios. 
 
3.6 Procedure 
Respondents received a mail with a link to the online questionnaire. This online questionnaire 
was generated with an online tool called ‘thesistools.com’. Every respondent only received 
one scenario. Respondent one received a link to scenario one, respondent two received a link 
to scenario two, etc. As we have eight scenarios, the ninth respondent received scenario one. 
The respondents were asked to read a scenario that described a fictitious company (see 
Appendix 1). Respondents were asked if they could imagine themselves to buy products 
produced by that company. In these different scenarios the form of CSR was manipulated. 
After the respondent had read the scenario assigned to him or her, they indicated the social, 
emotional and functional value they perceived and they indicated their word-of-mouth 
intensions, willingness to pay more, shopping intentions and company evaluation. 
 
3.7 Data analysis 
Different methods for data analysis will be used. A factor analysis, with use of the software 
package SPSS version19, will be done to check whether the items belonging to the variables 
indeed fit the variables. A reliability analysis will be done to check if the instrument can be 
interpreted consistently across different situations. Also, the validity of the scale is tested by 
measuring the average variance extracted (AVE). Furthermore, the credibility of the scenarios 
will be checked. To examine the relationships as hypothesized in this study, structural 
equation modeling (SEM) in SmartPLS 2.0 (Ringle, 2005) will be used. SEM will be used as 
statistical tool due to its efficiency in assessing multiple and interrelated relationships 
simultaneously and because it can estimate very complex models with many latent variables 
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(Hair, 2006; Henseler et al., 2009). To test for mediation, the decision tree of  Xinshu Zhao, 
Jr, and Qimei Chen (2010) will be used. 
Table 2: construct items 
 
25 
 
4 Results 
This section will present the results. First part consists of descriptive statistics and the 
credibility and realism of the scenarios will be checked (§4.1). Second part is a validity and 
reliability analysis (§4.2). Here it will be analyzed if the instrument measures what it sets out 
to measure and if the instrument is reliable, meaning it can be interpreted consistently across 
different situations. Third, the hypotheses will be tested with path modeling with the use of 
SmartPLS (§4.3). Finally, a test for mediation will be executed. 
4.1 Data description 
 
Sample characteristics 
In total 524 completed questionnaires were received. The sample (N=524) consisted of 46% 
men and 53% women. For 6 cases the gender was not indicated. 
 
Table 3: sample characteristics male versus female 
 
 
Table 4: sample characteristics education 
 
 
 
Value Count Percent
male 242 46%
female 276 53%
Missing 6 1%
524 100%
Value Count Percent
basisschool 5 1%
vmbo 11 2%
mavo 20 4%
havo 17 3%
vwo 28 5%
mbo 90 17%
hbo 219 42%
WO 124 24%
PhD 5 1%
Missing 5 1%
524 100%
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Table 5 shows the number of completed questionnaires per scenario including the age of the 
respondents. The table shows the responses are fairly spread over the 8 scenarios. This is 
important because in case of very unequal group sizes, mainly if the groups are small, it can 
be ‘inappropriate to run analyses’ (Pallant, 2010, p. 56).  
 
Table 5: sample characteristics spread over the scenarios 
 
 
Scenario credibility and realism 
To measure if the respondents experienced the scenarios as credible and realistic, items were 
added to the questionnaire to ask the participants to judge this. The results shows that the 
respondents rated the scenarios as somewhat realistic with a mean of M=4.80 measured on a 
7-points Likert scale. Compared with studies from Sen and Bhattacharya (2001) (M=5) and  
Hofenk (2012)  (M=4.42) this is acceptable.  
 
Comparing the eight different scenarios; the lowest mean is M=4.31 so all scenarios are 
judged as credible and realistic. An ANOVA with SPSS version 19 shows there is a 
statistically significant difference at the p < .05 level between the eight scenarios. Despite 
reaching statistical significance, the actual difference in mean scores between the scenarios 
was quite small. The effect size calculated with eta-squared was .038. Post-hoc comparisons 
using the Tukey HSD test indicated that the mean score of scenario five (M=4.31, SD=1.42) 
(whereby there was no form of CSR at all) was significantly different from scenario four 
(M=5.10, SD=1.24) and scenario six (M=5.02, SD=1.20). Compared with the other five 
scenarios, there is no significance difference. 
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4.2 Reliability an validity 
 
Factor analysis 
To check if the items belonging to a variable actually fit the variable, a principal component 
analysis (PCA) was conducted with SPSS version 19. Based on the literature study, a 5-factor 
outcome is expected for the mediator ‘consumer perceived value’ (social value, emotional 
value, functional value price, function value quality and functional value health) and a 4-
factor outcome is expected for the dependent variables ‘consumer responses’ (willingness to 
pay, word-of-mouth intentions, company evaluation and purchase intention). Initially the PCA 
was performed for all 32 items, so the items for the mediator and dependent variables 
combined. However, the outcome showed a very low loading on the items representing word-
of-mouth (< .4, see Appendix 6). As this result is not recognized in previous research, the 
PCA was conducted separately for the mediator and dependent variables.  
 
Before the exploratory factor analysis was performed, first the suitability of the data for factor 
analysis was assessed. First the correlation matrix was checked and showed many coefficients 
of .3 and above. Second, the Kaiser-Meyer-Olkin (KMO) measure, for sampling adequacy, 
had a value of .84 for consumer perceived value (mediator) and .92 for consumer responses 
(dependent variables), which is labeled respectively as ‘great’ and ‘superb’ by Field (2009) 
and all KMO values for individual items were respectively > .62 and > .89, which is above the 
acceptable limit of .5 (Field, 2009) and third, the Bartlett’s test of sphericity is statistically 
significant (p=.000).  
 
For consumer perceived value, the PCA revealed the presence of 5 factors with an eigenvalue 
over Kaiser’s criterion of 1. These 5-factors combined, explained 80.4% of the variance. 
Looking to the scree plot (see Appendix 4), it clearly showed a clear break after the 5
th
 
component, supporting the 5-factor outcome.  
As regards consumer responses, the PCA resulted in a 4-factor outcome, combined 
explaining 89.2% of the variance. The scree plot showed inflexion points that would justify 1 
factor and 4 factor outcome (see Appendix 5). There is a very clear break after the first 
component, but also a clear break can be seen after the fourth component (see Appendix 5). 
Because previous research measuring consumer responses show it is worth exploring all these 
four components, it can be justified to use this 4-factor outcome (Pallant, 2010).  
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Finally, out of the 31 items, four are removed. The second item of the functional value 
health (reversed) was excluded because the anti-image correlation was .326 which is below .5 
as recommended by Field (2009). Furthermore, the first item of functional value quality, the 
fourth item of functional value price and the first item of purchase intention are deleted 
because their factor loadings were below the value of .6 as recommend by Bagozzi and Yi 
(1988). Table 6 shows the pattern matrix of the 27 items after oblique rotation. Oblique 
rotation was chosen because the factors are related (see Appendix 4 and 5).   
 
Reliability 
A reliability analysis is done to check if the scale items all measure the same underlying 
construct. In the current study, the Cronbach α coefficient was > .7 for all scales, which is 
acceptable  according Pallant (2010).  
Table 6: Rotated factor loadings of consumer perceived value 
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Table 7: Rotated factor loadings of consumer responses 
 
 
Validity 
Next to reliability, the validity of the scale is tested by measuring the average variance 
extracted (AVE). The AVE for each construct was greater than .5 as recommend by Fornell 
and Larcker (1981), indicating internal validity. Furthermore, the square root of the AVE is 
greater than the correlation for each pair of factors (square root of AVE is shown on the 
diagonal of table 8), indicating discriminant validity (Fornell & Larcker, 1981)  
 
Table 8: Construct correlations 
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4.3 Hypothesis testing 
To examine the relationships as hypothesized in this study, structural equation modeling 
(SEM) in SmartPLS 2.0 (Ringle, 2005) was used. First, the β-values and R2-metrics are 
calculated via PLS algorithm, then the t-values are obtained via a bootstrap procedure of 5000 
runs. The results can be seen in figure 3. 
 
Figure 3: Hypothesis testing with SmartPLS (β en t-values) 
 
In H1, it is hypothesized that philanthropy is positively related to emotional and social value 
and unrelated to functional value. The relation between philanthropy and emotional value is 
indeed significant and positive (β=.295, t=7.798), however, the relation with social value is 
not significant (β=.059, t= 1.346). Surprisingly, there is a positive and significant relationship 
with functional value health (β=.094, t= 2.351). The relationship with functional value price 
(β=.066, t= 1.545 ) and quality (β=.065, t= 1.455) is not significant as hypothesized.  
 
With regards to H2, it is hypothesized that CSR in the form of a business-practice is positively 
related to emotional and social value and unrelated to functional value. The relationship 
between business-practices versus emotional value (β=.312, t= 8.346) and social value 
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(β=.087, t= 2.007) is significant and positive as expected. The relation with functional value 
quality (β=.001, t= 0.030) and functional value health (β=.032, t= 0.775) is not significant as 
hypothesized, however, the relation with functional value price (β=.145, t= 3.413) is 
significant and positive.   
 
In H3, it is hypothesized that CSR in the form of product-related CSR is positively related to 
emotional, social and functional value. Support is found for a significant and positive relation 
with emotional value (β=.108, t= 2.812) and with functional value healthiness (β=.319, t= 
8.048). However, no support is found for the relation with social value (β=.068, t= 1.531) and 
functional value price (β=.038, t= 0.886) and quality (β=.029, t= 0.559). 
 
H4 and H5 hypothesized that respectively emotional value and social value is positively 
related to a) willingness to pay, b) word-of-mouth, c) purchase intentions and d) company 
evaluation. With regard to H4, full support for this hypothesis was found (a. β=.411, t= 8.887, 
b. β=.406, t= 9.636, c. β=.377, t= 8.835, d. β=.535, t= 15.898). H5 is partly supported, as a 
significant and positive relation is found for social value and word-of-mouth (β=.200, t= 
6.129) and social value and purchase intention (β=.088, t= 2.573). However, the relation 
between social value and willingness to pay more and social value and company evaluation 
was not significant (β=.060, t= 1.640 and β=.033, t= 1.241).  
H6 hypothesized that functional value is positively related to a) willingness to pay, b) 
word-of-mouth, c) purchase intentions and d) company evaluation. Looking at functional 
value price, support is found as all relationships with consumer responses are significant and 
positive (a. β=.274, t= 6.130, b. β=.288, t= 7.047, c. β=.363, t= 8.985, d. β=.305, t= 8.830). 
Functional value quality is only significantly and positively related to purchase intention 
(β=.127, t= 3.669) and company evaluation (β=.134, t= 4.434). Functional value healthiness is 
only positive and significant related to willingness to pay more (β=.103, t= 2.346). 
 
H7 hypothesized that the effect of the form of CSR (philanthropy, business-practices and 
product-related CSR) on consumer responses are mediated by consumer perceived value 
(emotional, social and functional value). Figure 4 shows the mediation model. To test for 
mediation, the decision tree of Xinshu Zhao et al. (2010) was used (see Appendix 8). First, the 
model was modeled in SmartPLS, including direct relationships between the independent and 
dependent variables. As the model has three independent variables, five mediators and four 
dependent variables, 60 triangles as shown in figure x were created. Next step is to determine 
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if axb is significant. This was done by using the Sobel test statistic calculator (Soper, 2013). 
Then, relation ‘c’ was tested on significance (>1.96) by executing a bootstrap procedure of 
5,000 runs with SmartPLS. Finally, it was checked if axbxc is positive. After this practice, the 
decision tree of Xinshu Zhao et al. (2010) was followed to determine if there was a mediation 
effect and also the type of mediation (complementary, competitive and indirect-only).  
 
Figure 4: a three-variable nonrecursive causal model (Xinshu Zhao et al., 2010) 
. 
The test for mediation is done for all 60 possible combinations; the overall results are shown 
in appendix 9. Table 9 shows the results for which a mediating effect was found. In H7 it was 
hypothesized that the effect of the form of CSR on consumer responses are mediated by 
social, emotional and functional value. The test for mediation shows that emotional value has 
a mediating effect for all possible relations between form of CSR and consumer responses. 
The type of mediation can be classified as ‘indirect-only’, which means the mediator 
identified is consistent with the theoretical framework (Xinshu Zhao et al., 2010). 
Furthermore, functional value price has a mediating effect on the relation between CSR in the 
form of business-practices (e.g. fair trade) and willingness to pay more, word-of-mouth, 
purchase intentions and company evaluation. Finally, functional value health has a mediating 
effect on the relationship between product related CSR (e.g. organic food) and willingness to 
pay more. So H7 can be partially supported. 
Table 9: results mediation analysis   
 
 
path IV --> DV coeff t-value path IV --> Mod coeff t-value path Mod --> DV coeff t-value t-value sig (2-tailed) axbxc Mediation type
Phi -> WPM 0,044 1,256 Phi -> EV 0,295 7,806 EV -> WPM 0,381 7,249 5,31 0,000 0,005 Indirect-only (Mediation)
Phi -> WoM -0,012 0,395 Phi -> EV 0,295 7,806 EV -> WoM 0,423 9,151 5,94 0,000 -0,001 Indirect-only (Mediation)
Phi -> PI 0,008 0,244 Phi -> EV 0,295 7,806 EV -> PI 0,364 7,974 5,58 0,000 0,001 Indirect-only (Mediation)
Phi -> CE 0,048 1,656 Phi -> EV 0,295 7,806 EV -> CE 0,475 12,539 6,62 0,000 0,007 Indirect-only (Mediation)
B-P -> WPM 0,042 1,177 B-P -> EV 0,312 8,352 EV -> WPM 0,381 7,249 5,48 0,000 0,005 Indirect-only (Mediation)
B-P -> WPM 0,042 1,177 B-P -> FV_P 0,145 3,443 FV_P -> WPM 0,277 6,120 3,00 0,003 0,002 Indirect-only (Mediation)
B-P -> WoM -0,038 1,194 B-P -> EV 0,312 8,352 EV -> WoM 0,423 9,151 6,17 0,000 -0,005 Indirect-only (Mediation)
B-P -> WoM -0,038 1,194 B-P -> FV_P 0,145 3,443 FV_P -> WoM 0,289 6,787 3,07 0,002 -0,002 Indirect-only (Mediation)
B-P -> PI 0,029 0,905 B-P -> EV 0,312 8,352 EV -> PI 0,364 7,974 5,77 0,000 0,003 Indirect-only (Mediation)
B-P -> PI 0,029 0,905 B-P -> FV_P 0,145 3,443 FV_P -> PI 0,363 8,796 3,21 0,001 0,002 Indirect-only (Mediation)
B-P -> CE 0,115 4,162 B-P -> EV 0,312 8,352 EV -> CE 0,475 12,539 6,95 0,000 0,017 Complementary (Mediation)
B-P -> CE 0,115 4,162 B-P -> FV_P 0,145 3,443 FV_P -> CE 0,316 9,343 3,23 0,001 0,005 Complementary (Mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> EV 0,108 2,792 EV -> WPM 0,381 7,249 2,60 0,009 0,000 Indirect-only (Mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> FV_H 0,319 8,031 FV_H -> WPM 0,109 2,274 2,19 0,029 0,000 Indirect-only (Mediation)
PR CSR -> WoM 0,047 1,373 PR CSR -> EV 0,108 2,792 EV -> WoM 0,423 9,151 2,67 0,008 0,002 Indirect-only (Mediation)
PR CSR -> PI -0,005 0,155 PR CSR -> EV 0,108 2,792 EV -> PI 0,364 7,974 2,63 0,008 0,000 Indirect-only (Mediation)
PR CSR -> CE 0,062 2,169 PR CSR -> EV 0,108 2,792 EV -> CE 0,475 12,539 2,72 0,006 0,003 Complementary (Mediation)
bold  = significant at 0.05 level
Phi = philanthropy, B-P = business-practices, PR CSR = product-related CSR, EV = emotional value, SV = social value, FV_P = functional value price, FV_Q  =  functional value 
quality, FV_H = functional value healthiness, WPM = willingness to pay more, WoM = word of mouth, PI = purchase intentions, CE = company evaluation
path c path a path b Sobel test for path axb
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Finally, H8 hypothesized that functional value is more strongly related to a) willingness to 
pay, b) word-of-mouth, c) purchase intentions and d) company evaluation compared with 
emotional and social value. However, no support for this hypothesis was found. Although the 
results show that functional value-price has a strong relation with consumer responses, 
emotional value shows an even stronger relation with consumer responses. 
 
The overall results of hypothesis testing can be found in Table 10. 
 
Table 10: results hypotheses tests 
 
 
 
After having tested these hypotheses, a revised model could be made. This new model (see 
figure 5) shows the relationships between the constructs as demonstrated by this study. Next 
chapter will discuss the conclusions and limitations drawn from these results. 
 
  
support
H1a CSR activity in category of Philanthropy is positively related  to perceived emotional value supported
H1b CSR activity in category of Philanthropy is positively related  to perceived social value not supported
H1c CSR activity in category of Philanthropy is unrelated  to perceived functional value partly supported
H2a CSR activity in category of business-practices is positively related  to perceived emotional value supported
H2b CSR activity in category of business-practices is positively related  to perceived social value supported
H2c CSR activity in category of business-practices is unrelated  to perceived functional value partly supported
H3a CSR activity in category of product-related CSR is positively related  to perceived emotional value supported
H3b CSR activity in category of product-related CSR is positively related  to perceived social value not supported
H3c CSR activity in category of product-related CSR is positively related  to perceived functional value partly supported
H4 Emotional value is positively related  to a) willingness to pay, b) word-of-mouth, c) purchase intentions 
and d) company evaluation
supported
H5 Social value is positively related  to a) willingness to pay, b) word-of-mouth, c) purchase intentions and 
d) company evaluation
partly supported
H6a Functional value price is positively related  to a) willingness to pay, b) word-of-mouth, c) purchase 
intentions and d) company evaluation
supported
H6b Functional value quality is positively related  to a) willingness to pay, b) word-of-mouth, c) purchase 
intentions and d) company evaluation
partly supported
H6c Functional value healthiness is positively related  to a) willingness to pay, b) word-of-mouth, c) 
purchase intentions and d) company evaluation
partly supported
H7 The effect of the form of CSR (philanthropy, business-practices and product-related CSR) on consumer 
responses are mediated  by consumer perceived value
partly supported
H8 Functional value is more strongly related  to a) willingness to pay, b) word-of-mouth, c) purchase 
intentions and d) company evaluation compared with  emotional and social value.
not supported
Prediction
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Figure 5: Revised model based on empirical observations 
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5 Discussion, conclusion and future research 
5.1 Discussion and conclusion 
This study applies the theory of consumption values to understand how different forms of 
CSR motivate consumers. Structural Equation Modeling with SmartPLS was used for testing 
and verification. Three different forms of CSR (philanthropy, business-practices and product-
related CSR) were the independent variables. Consumer responses such as willingness-to-pay-
more, word of mouth, purchase intention and company evaluation were the dependent 
variables. This relationship is tested for mediation by emotional value, social value, functional 
value-quality, functional value-price and functional value-healthiness. 
This study measured the value consumers perceived from different forms of CSR. The results 
show that all three forms of CSR deliver emotional value to consumers.  
Social value was only generated by business-practices represented by fair trade. This is 
remarkable because based on the idea that behaving socially or environmentally responsible 
would give a positive impression on other people it was expected that all three forms of CSR 
would deliver social value. A plausible explanation would come from Sánchez-Fernández and 
Iniesta-Bonillo (2007) stating that social value is only generated for visible products (e.g. 
hybrid car), so not for products such as food.  
Next to emotional and social value, functional value was measured. Functional value is the 
functional, physical attributes of the product. It was expected that only product related CSR, 
represented by organic food, would generate functional value. However, the results show that 
philanthropy (cash donations) do provide a form of functional value, namely functional value 
healthiness. The link is weak, but significant. This finding is remarkable because the fact that 
a company donates cash to charity does not make the food healthier. Also for CSR in the form 
of business-practices (e.g. fair trade) no link with functional value was expected. But the 
results show that consumers perceived it as functional value-price, meaning it would be 
economical. Taking into account that fair trade in general is higher priced compared with 
products without the fair trade mark, a possible explanation can be that consumers see fair 
trade as a good deal because they know the suppliers also receive a fair price for their 
products. So a good price for the product is not the same as the lowest price for the product. 
It was expected that product related CSR would provide functional value to consumers. 
The results confirm this expectation, but it is only confirmed for functional value-healthiness, 
meaning consumers perceive organic food as healthier. This finding supports numerous 
studies which show that one of the reasons to buy organic food for consumers is because they 
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believe it is beneficial to your health (Arvola et al., 2008). Interesting to mention is a recent 
study of Smith-Spangler (2012, p. 1) which concluded “The published literature lacks strong 
evidence that organic foods are significantly more nutritious than conventional foods. 
Consumption of organic foods may reduce exposures to pesticide residues and antibiotic-
resistant bacteria.” This lack of strong evidence could change the perceived functional value 
of organic food in the future.  
 
Next, this study examined the relation between consumer perceived value and different forms 
of consumer responses. It was hypothesized that there is a positive relationship between 
consumer value and willingness to pay more, word-of-mouth, purchase intention and 
company evaluation. Partial support was found.  
First, all four types of consumer responses (willingness to pay more, word-of-mouth, 
purchase intention and company evaluation) are related to emotional value and functional 
value price. 
Second, social value is only related to word-of-mouth and purchase intention. This implies 
that social value mainly contributes to positive word-of-mouth and company evaluation. This 
would suggest that social value can contribute to a positive reputation, but there is no link 
with willingness to pay more. This limited support for the hypothesis that social value has a 
positive impact on consumer responses is explained by Arvola et al. (2008) who said that 
consumers base their actions more on personal beliefs rather than social pressure. It is 
plausible to think that this may be different for visible products (e.g. hybrid cars), because for 
these products reactions from the social environment are much more likely. 
 
It was expected that perceived value has a mediating effect on the relation between form of 
CSR and consumer responses. The results show that emotional value is the main mediator; all 
twelve possible relations between the form of CSR and consumer responses are mediated by 
emotional value. Functional value-price mediates all four relations between fair trade 
(business-practices) and consumer responses. Finally, the relation between organic food 
(product-related CSR) and willingness to pay more is mediated by functional value-
healthiness. This indicates that next to rational arguments also affective, emotional arguments 
play a role; buying decisions are strongly influenced by affective arguments. 
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To conclude; consumer responses to different forms of CSR are motivated by both rational 
and affective arguments; emotional value (the ‘warm glow’) and price-quality are the main 
decision drivers. Practitioners should focus to maximize the emotional and functional value 
provided to consumers to have the biggest impact on a positive consumer response. To 
conclude, this research study provides a better understanding of the mechanism by which 
consumers are motivated by different forms of CSR in the context of the food industry, which 
should help managers to make a better use of CSR as a marketing tool. 
 
5.2 Theoretical and managerial implications 
 
Theoretical implications 
The results of this research study lead to several implications for the existing body of 
literature.   
First of all, recent literature indicates that more research is needed to understand how CSR 
can motivate consumers (Chi & Kilduff, 2011; Green & Peloza, 2011; Lin & Huang, 2012; 
Peloza & Shang, 2011). By performing a qualitative study measuring perceived value and 
consumer responses for different forms of CSR, this research hoped to contribute to a better 
understanding of what motivates consumers.  
Furthermore, this study suggests that emotional value and functional value-price are the 
two main mediators for the relation between CSR and consumers. This has a theoretical 
implication because existing literature has conflicting views on what is important to 
consumers. Zeithaml (1988) defines value as an economic trade-off between price and 
quality. A more recent article from De Pelsmacker et al. (2005, p. 364) states that “price, 
quality, convenience, and brand familiarity are often still the most important factors affecting 
the buying decision”. Sánchez-Fernández and Iniesta-Bonillo (2007) has a multi-dimensional 
view whereby next to rational arguments also affective, emotional arguments play a role. As 
this study identified emotional value, next to functional value-price, as an important mediator, 
this study found support for this multi-dimensional view; buying decisions are strongly 
influenced by affective arguments. 
Second, although existing literature measuring perceived value and consumer responses 
from CSR is very scarce, Koller et al. (2011) performed a similar analysis for green products 
represented by a hybrid car (product-related CSR) and found consumer responses were 
mediated by functional, emotional and social value, but not by economic value. This thesis 
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found different results. This indicates that the conceptual model proposed by Green and 
Peloza (2011) cannot be confirmed. A possible explanation could be the differences in the 
product categories (chocolate vs. hybrid car). These results show the complexity of value 
generation of different forms of CSR. In chapter two it was mentioned that the main point of 
critique on the general approach of CSR was that there is no ‘one solution fits all’. The results 
of this study support this. 
 
Managerial implications 
The results of this study provide managers insight into which CSR activities motivate 
consumers and how they are motivated. While most companies’ CSR efforts are diffuse and 
unfocused (Porter & Kramer, 2002), managers can use this information to (re)position and 
market their CSR efforts. This can help them to create a competitive advantage which is hard 
to copy. To really benefit from CSR activities, it is important that consumers are aware of 
these CSR activities. As consumer awareness of CSR is low (Öberseder et al., 2011), 
managers can improve this via their promotion activities. This research might help managers 
to decide which message they should send to consumers. 
 
This study showed that the value consumers perceive is different for the diverse types of CSR. 
For managers this means that also their marketing strategy must be differentiated. 
Philanthropy in the form of cash donations mainly provides emotional value to consumers. 
Business-practices in the form of fair trade provide emotional, social and functional value-
price to consumers and product-related CSR in the form of organic food provides emotional 
value and functional value-healthiness for consumers. Managers can use this information in a 
few ways.  
First, all three forms of CSR provide emotional value to consumers, so in the promotion 
activities managers might focus on giving a ‘warm glow’ to consumers.  
Second, fair trade provides, surprisingly, functional value-price to consumers; consumers 
perceive this as economical. So a good price for the products does not automatically mean the 
lowest price for a product.  When selling fair trade products, managers can use this 
information by emphasizing to consumers that buying fair trade is a ‘good deal’.  
Third, organic food provides functional value-healthiness to consumers; organic food is 
perceived as healthier. So what mangers can do is to send the message to consumers that 
organic food may reduce exposures to pesticide residues and antibiotic-resistant bacteria.  
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To understand how consumers are motivated the mediating effect of consumer perceived 
values are examined. The results show that emotional value and functional value-price are 
two main motivators for positive consumer responses. So for managers to convince 
consumers to buy their products, they can refer to the idea that buying from them is doing 
good (warm glow) and is economical. For the CSR activities in this study (cash donations, fair 
trade & organic food) managers can avoid trying to convince consumers by referring to social 
value. For product categories which are more visible, such as cars, this can be different. 
 
5.3 Limitations and future research 
Just like every research, this research also has limitations which could lead to interesting clues 
for future research.  
First, with the scenario-based method the form of CSR is systematically manipulated. The 
respondent is asked to imagine buying products from the company Coffee&Chocolate 
whereby a description of the company is provided.  The limitation of this method is that it is 
artificial; it is not a real company and the consumers are not really buying from that company. 
So research conducted with actual initiatives and consumers would expand the external 
validity of the results. 
Second, the results show that on average, more than half of the variation in consumer 
responses is explained by consumer perceived value. This also implies that there are more 
factors responsible for the variation in consumer responses (e.g. attitude towards organic 
food). Future research should investigate these other factors. 
Third, this research focused on Dutch consumers. Previous research (Maignan, 2001; 
Ramasamy & Yeung, 2009) shows that cultural dimensions play a role in consumer 
appreciation of CSR. Campbell (2007, p. 950) stated that “socially responsible behaviour may 
mean different things in different places to different people and at different times”. This 
means that the results of this research cannot be automatically generalized to different 
cultures. Future research could replicate this study in a different culture. 
Fourth, consumer perceived value is not fixed; it can evolve over time. To illustrate: at the 
time of this study, there was an economic recession in the Netherlands. It is plausible to think 
that during times of recession, functional value gains importance (Green & Peloza, 2011). 
Another illustration: during the last decade, CSR has been getting more and more attention in 
the media. It is reasonable to think that this can have an impact on perceived social value. 
Future research can do the same research a few years from now (e.g. outside economic 
recession). 
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Another limitation of this study is that the CSR category (philanthropy, business-practices 
and product-related CSR) is measured through one single activity (cash donations, fair trade 
and organic food), while Peloza and Shang (2011) identified 177 activities spread over the 
three CSR categories. To be able to conclude if the findings can be generalized towards the 
three categories, more research is needed that include different activities. Furthermore, the 
activities in this study are from the food industry. Future research can extend this research to 
other product categories/industries. 
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Appendices 
 
Appendix 1: Manipulations 
 
Manipulations: 
General information 
Stelt u zich voor dat u voor de komende feestdagen chocolade gaat kopen. Voor het familiediner gaat 
u op zoek naar heerlijke bonbons voor bij het dessert. U gaat dit kopen bij Coffee&Chocolate.  Dit 
bedrijf bevindt zich bij u in de buurt en heeft zich gespecialiseerd in chocolade, koffie en thee. Het 
bedrijf staat bekend in de regio om zijn kwaliteitsproducten en het prijsniveau is vergelijkbaar met 
soortgelijke bedrijven. Via de media heeft u het volgende gehoord: 
No cash donations Cash donations 
Coffee & Chocolate doneert niet aan 
liefdadigheid in de regio van de cacaoboeren.  
Coffee & Chocolate doneert veel meer aan 
liefdadigheid in de regio van de cacaoboeren dan 
andere bedrijven. Een cacaoboer legt uit:”door de 
donaties bieden de scholen in de omliggende 
dorpen de hoogste kwaliteit onderwijs van de 
regio.” 
Not fair trade Fair Trade 
Producten van Coffee&Chocolate hebben geen 
Fair Trade keurmerk. Mr. Van As van 
Coffee&Chocolate vertelt: “Coffee&Chocolate 
betaalt de cacaoboeren de standaardprijs voor 
cacao zoals deze op de handelsbeurs wordt 
bepaald.” 
Producten van Coffee&Chocolate hebben een 
Fair Trade keurmerk. Mr. Van As van 
Coffee&Chocolate vertelt: “Coffee&Chocolate 
betaalt de cacaoboeren 50% meer dan de 
standaardprijs voor de cacao, hierdoor krijgen de 
boeren een eerlijke prijs voor het werk wat ze 
doen.” 
Not organic Organic 
Producten van Coffee&Chocolate hebben geen 
biologisch keurmerk. Een werknemer van 
Coffee&Chocolate vertelt: ”de cacaoplanten die 
gebruikt worden voor de Coffee&Chocolate 
producten zijn geteeld met gangbare 
landbouwmethoden.” 
 
 
 
Producten van Coffee&Chocolate hebben wel een 
biologisch keurmerk. Een werknemer van het 
keurmerk vertelt: ”dit betekent dat de 
cacaoplanten die gebruikt worden voor de 
Coffee&Chocolate producten zijn geteeld zonder 
chemische bestrijdingsmiddelen, meststoffen, 
antibiotica of groeihormonen.  Chemische stoffen 
voor smaak, kleur en houdbaarheid worden niet 
toegevoegd. ” 
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Appendix 2: Survey 
 
Begeleidende tekst 
Beste respondent, 
  
Voor mijn masterstudie marketing en supply chain management ben ik bezig met een 
afstudeeronderzoek naar duurzaamheid. Met dit onderzoek ga ik in kaart brengen welke 
vormen van duurzaamheid consumenten belangrijk vinden. Het is voor mij dus erg belangrijk 
om uw mening te weten. 
 
De enquête begint met het beschrijven van een situatie. Stelt u zich voor dat deze situatie 
zich daadwerkelijk voordoet en beantwoord dan 34 korte stellingen waarbij u op een schaal 
van 1 (volledig oneens) tot 7 (volledig eens) moet aangeven in hoeverre de stelling voor u 
van toepassing is.  
 
U zou me enorm helpen als u de enquête invult! 
 
Als dank voor uw tijd wordt er onder de inzenders een restaurantbon van €75,- verloot. 
 
Uw gegevens zullen hoogst vertrouwelijk worden behandeld en zijn alleen bedoeld voor dit 
afstudeeronderzoek. De enquête neemt ongeveer 10 minuten in beslag. 
 
Alvast enorm bedankt voor uw hulp! 
 
Groet, 
Nord 
 
Nord van Kessel 
Student Open Universiteit 
M  Nord_van_Kessel@hotmail.com 
T  0629248229 
 
BELANGRIJK: Ik kan uw ingevulde enquête alleen gebruiken indien alle vragen zijn ingevuld.  
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Inleiding: 
U wilt graag chocolade kopen. Onlangs hebt u onderstaand artikel over duurzaamheid gelezen: 
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Onderstaand een beschrijving van een situatie. Lees dit rustig door. Daarna wordt u een aantal 
vragen gesteld. 
General information 
Stelt u zich voor dat u voor de komende feestdagen chocolade gaat kopen. Voor het familiediner gaat 
u op zoek naar heerlijke bonbons voor bij het dessert. U gaat dit kopen bij Coffee&Chocolate.  Dit 
bedrijf heeft zich gespecialiseerd in chocolade, koffie en thee. Het bedrijf staat bekend om zijn 
kwaliteitsproducten en het prijsniveau is vergelijkbaar met soortgelijke bedrijven. Via de media heeft 
u het volgende gehoord: 
No cash donations Cash donations 
Coffee & Chocolate doet niet aan liefdadigheid. 
Het bedrijf doneert niet aan hulporganisaties in 
de regio van cacaoboeren.  
Coffee & Chocolate doet veel meer aan 
liefdadigheid in de regio van cacaoboeren dan 
andere bedrijven. Een cacaoboer legt uit:”Door 
donaties kunnen scholen in omliggende dorpen 
de hoogste kwaliteit onderwijs van de regio 
bieden.” 
Not fair trade Fair Trade 
Producten van Coffee&Chocolate hebben geen 
Fair Trade keurmerk. Mr. Van As van 
Coffee&Chocolate vertelt: “Coffee&Chocolate 
betaalt cacaoboeren de standaardprijs voor 
cacao zoals deze op de handelsbeurs wordt 
bepaald.” 
Producten van Coffee&Chocolate hebben een 
Fair Trade keurmerk. Mr. Van As van 
Coffee&Chocolate vertelt: “Coffee&Chocolate 
betaalt cacaoboeren 50% meer dan de 
standaardprijs voor cacao, hierdoor krijgen de 
boeren een eerlijke prijs voor het werk wat ze 
doen.” 
Not organic Organic 
Producten van Coffee&Chocolate hebben geen 
biologisch keurmerk. Een werknemer van 
Coffee&Chocolate vertelt: ”Cacaoplanten die 
gebruikt worden voor Coffee&Chocolate 
producten zijn geteeld met gangbare 
landbouwmethoden waarbij smaak, kleur en 
houdbaarheid worden gewaarborgd.” 
 
 
 
Producten van Coffee&Chocolate hebben een 
biologisch keurmerk. Een werknemer vertelt: 
”Dit betekent dat cacaoplanten die gebruikt 
worden voor Coffee&Chocolate producten zijn 
geteeld zonder chemische bestrijdingsmiddelen, 
meststoffen, antibiotica of groeihormonen. 
Chemische stoffen voor smaak, kleur en 
houdbaarheid worden niet toegevoegd. ” 
 
Graag zou ik u willen vragen om met bovenstaande situatie in gedachte aan te geven welk antwoord 
in onderstaande vragenlijst (het meest) op u van toepassing is. Er zijn geen goede of foute 
antwoorden, het gaat alleen om uw mening. 
 
PS. Ik kan uw ingevulde enquête alleen gebruiken indien alle vragen zijn ingevuld.  
 
(let op: de beschrijving van de situatie wordt op iedere pagina herhaald) 
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Appendix 3: Why companies practice CSR? 
There are several reasons for companies to practice CSR. Seuring and Müller (2008) 
developed a model for the triggers for a sustainable supply chain.  On the right side of the 
model the diverse stakeholders re listed. These stakeholders are pushing the focal company; 
this is the brand-owning companies which rule the supply chain, with diverse pressures and 
incentives to practice CSR. These focal companies pass on these requirements to their 
suppliers deeper into the supply chain.  
Figure 1: Triggers for sustainable scm (source: Seuring and Müller, 2008) 
 
 
Seuring and Muller (2008) list the following frequently mentioned pressures and incentives: 
1) Legal demand/regulation, 2) Customer demands, 3) Response to stakeholders, 4) 
Competitive advantage, 5) Environmental and social pressure groups and 6) reputation loss 
 
One important driver for CSR is regulation installed by government which companies need to 
obey. Next to governments, customers and non-government organizations (NGO’s) are 
pushing companies to behave responsible. Due to the technology improvements, customers 
and NGO’s have much better insight on what happens in the supply chain. As a result they 
expect companies to act responsible  (Awaysheh & Klassen, 2010). In several surveys it’s 
concluded that consumers would not do business with a firm which is not socially responsible 
(Joyner & Payne, 2002). Besides these pressures, there are incentives which companies can 
benefit from. Recent research shows a positive relationship between the CSR actions of 
companies and consumers attitudes toward the company and their products (Sarkis, 2001). 
Further, CSR is an opportunity for companies to differentiate them from competition and to 
build a reputation that the company is reliable and honest (Markley & Davis, 2007; 
McWilliams & Siegel, 2001; Sarkis, 2001). 
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Although consumers are willing to pay a higher price for sustainable products (Lin & Huang, 
2012), it’s difficult to determine the causality between a financial performance of a form and 
it’s degree of CSR. Research examining if sustainable companies have a better financial 
performance shows mixed results (Sen & Bhattacharya, 2001). Example is Starbucks and fair 
trade coffee, ‘which since its launch in 2001, has seen demand remaining relatively flat’ 
(Ramasamy & Yeung, 2009, p. 121). So although CSR has clearly benefits for companies, the 
relationship between CSR and financial performance shows mixed results and still needs 
further research. 
To conclude, the criticism on this approach from Seuring and Muller (2008) is that it suggest 
that companies practice CSR only because of external pressures and incentives. It does not 
include the option that a company practices CSR because they have a sincere belief that 
‘doing good’ is needed. Only few researchers, like by example Van Marrewijk (2003), 
mention this option.  
  
54 
 
Appendix 4: Output SPSS; Factor analysis items perceived value (=mediator) 
 
Iterations 
1) Start: 19 items 
2) Iteration 1:  
a. exclude REV-FUNC_H2 (because anti-image correlation < 0.5 (.326) 
b. exclude FUNC_Q1 (because loading .415) 
3) Iteration 2:  
a. exclude FUNC_P4 (because loading .598) 
 
Below the SPSS output after the 2
nd
 iteration 
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Appendix 5: Output SPSS; Factor analysis items consumer responses 
 
Iterations 
1) Start: 12 items 
2) Iteration 1: force SPSS to produce a 4-factor outcome (iso 2-factor outcome) 
3) Iteration 2:  exclude PI_1 (because loading .570, so is < 0.6  ) 
 
Below the SPSS output after the 2
nd
 iteration 
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Appendix 6: Output SPSS; Reliability analysis 
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Appendix 7: Output SPSS; Scenario credibility and realism between groups 
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Appendix 8: Mediation classification Zhao et al (2010) 
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Appendix 9: Table results mediation analysis 
 
Determining & classifying mediation effect by decision treen Zhao et al (2010) 
 
  
path IV --> DV coeff t-value path IV --> Mod coeff t-value path Mod --> DV coeff t-value t-value sig (2-tailed) axbxc axb sig?c sig? ax bx c positive?Mediation type
Phi -> WPM 0,044 1,256 Phi -> EV 0,295 7,806 EV -> WPM 0,381 7,249 5,31 0,000 0,005 yes no yes Indirect-only (Mediation)
Phi -> WPM 0,044 1,256 Phi -> SV 0,059 1,362 SV -> WPM 0,062 1,717 1,07 0,286 0,000 no no yes No-effect (Non mediation)
Phi -> WPM 0,044 1,256 Phi -> FV_P 0,066 1,529 FV_P -> WPM 0,277 6,120 1,48 0,138 0,001 no no yes No-effect (Non mediation)
Phi -> WPM 0,044 1,256 Phi -> FV_Q 0,065 1,454 FV_Q -> WPM 0,074 1,922 1,16 0,246 0,000 no no yes No-effect (Non mediation)
Phi -> WPM 0,044 1,256 Phi -> FV_H 0,094 2,268 FV_H -> WPM 0,109 2,274 1,61 0,108 0,000 no no yes No-effect (Non mediation)
Phi -> WoM -0,012 0,395 Phi -> EV 0,295 7,806 EV -> WoM 0,423 9,151 5,94 0,000 -0,001 yes no no Indirect-only (Mediation)
Phi -> WoM -0,012 0,395 Phi -> SV 0,059 1,362  SV -> WoM 0,199 6,105 1,33 0,184 0,000 no no no No-effect (Non mediation)
Phi -> WoM -0,012 0,395 Phi -> FV_P 0,066 1,529 FV_P -> WoM 0,289 6,787 1,49 0,136 0,000 no no no No-effect (Non mediation)
Phi -> WoM -0,012 0,395 Phi -> FV_Q 0,065 1,454 FV_Q -> WoM 0,049 1,585 1,07 0,284 0,000 no no no No-effect (Non mediation)
Phi -> WoM -0,012 0,395 Phi -> FV_H 0,094 2,268 FV_H -> WoM 0,045 1,048 0,95 0,341 0,000 no no no No-effect (Non mediation)
Phi -> PI 0,008 0,244 Phi -> EV 0,295 7,806 EV -> PI 0,364 7,974 5,58 0,000 0,001 yes no yes Indirect-only (Mediation)
Phi -> PI 0,008 0,244 Phi -> SV 0,059 1,362 SV -> PI 0,088 2,568 1,20 0,229 0,000 no no yes No-effect (Non mediation)
Phi -> PI 0,008 0,244 Phi -> FV_P 0,066 1,529 FV_P -> PI 0,363 8,796 1,51 0,132 0,000 no no yes No-effect (Non mediation)
Phi -> PI 0,008 0,244 Phi -> FV_Q 0,065 1,454 FV_Q -> PI 0,129 3,589 1,35 0,178 0,000 no no yes No-effect (Non mediation)
Phi -> PI 0,008 0,244 Phi -> FV_H 0,094 2,268 FV_H -> PI 0,063 1,505 1,25 0,210 0,000 no no yes No-effect (Non mediation)
Phi -> CE 0,048 1,656 Phi -> EV 0,295 7,806 EV -> CE 0,475 12,539 6,62 0,000 0,007 yes no yes Indirect-only (Mediation)
Phi -> CE 0,048 1,656 Phi -> SV 0,059 1,362 SV -> CE 0,035 1,315 0,95 0,344 0,000 no no yes No-effect (Non mediation)
Phi -> CE 0,048 1,656 Phi -> FV_P 0,066 1,529 FV_P -> CE 0,316 9,343 1,51 0,131 0,001 no no yes No-effect (Non mediation)
Phi -> CE 0,048 1,656 Phi -> FV_Q 0,065 1,454 FV_Q -> CE 0,129 4,322 1,38 0,168 0,000 no no yes No-effect (Non mediation)
Phi -> CE 0,048 1,656 Phi -> FV_H 0,094 2,268 FV_H -> CE 0,043 1,186 1,05 0,293 0,000 no no yes No-effect (Non mediation)
B-P -> WPM 0,042 1,177 B-P -> EV 0,312 8,352 EV -> WPM 0,381 7,249 5,48 0,000 0,005 yes no yes Indirect-only (Mediation)
B-P -> WPM 0,042 1,177 B-P -> SV 0,087 1,979 SV -> WPM 0,062 1,717 1,30 0,195 0,000 no no yes No-effect (Non mediation)
B-P -> WPM 0,042 1,177 B-P -> FV_P 0,145 3,443 FV_P -> WPM 0,277 6,120 3,00 0,003 0,002 yes no yes Indirect-only (Mediation)
B-P -> WPM 0,042 1,177 B-P -> FV_Q 0,001 0,030 FV_Q -> WPM 0,074 1,922 0,03 0,977 0,000 no no yes No-effect (Non mediation)
B-P -> WPM 0,042 1,177 B-P -> FV_H 0,032 0,775 FV_H -> WPM 0,109 2,274 0,73 0,463 0,000 no no yes No-effect (Non mediation)
B-P -> WoM -0,038 1,194 B-P -> EV 0,312 8,352 EV -> WoM 0,423 9,151 6,17 0,000 -0,005 yes no no Indirect-only (Mediation)
B-P -> WoM -0,038 1,194 B-P -> SV 0,087 1,979  SV -> WoM 0,199 6,105 1,88 0,060 -0,001 no no no No-effect (Non mediation)
B-P -> WoM -0,038 1,194 B-P -> FV_P 0,145 3,443 FV_P -> WoM 0,289 6,787 3,07 0,002 -0,002 yes no no Indirect-only (Mediation)
B-P -> WoM -0,038 1,194 B-P -> FV_Q 0,001 0,030 FV_Q -> WoM 0,049 1,585 0,03 0,977 0,000 no no no No-effect (Non mediation)
B-P -> WoM -0,038 1,194 B-P -> FV_H 0,032 0,775 FV_H -> WoM 0,045 1,048 0,62 0,533 0,000 no no no No-effect (Non mediation)
B-P -> PI 0,029 0,905 B-P -> EV 0,312 8,352 EV -> PI 0,364 7,974 5,77 0,000 0,003 yes no yes Indirect-only (Mediation)
B-P -> PI 0,029 0,905 B-P -> SV 0,087 1,979 SV -> PI 0,088 2,568 1,57 0,117 0,000 no no yes No-effect (Non mediation)
B-P -> PI 0,029 0,905 B-P -> FV_P 0,145 3,443 FV_P -> PI 0,363 8,796 3,21 0,001 0,002 yes no yes Indirect-only (Mediation)
B-P -> PI 0,029 0,905 B-P -> FV_Q 0,001 0,030 FV_Q -> PI 0,129 3,589 0,03 0,977 0,000 no no yes No-effect (Non mediation)
B-P -> PI 0,029 0,905 B-P -> FV_H 0,032 0,775 FV_H -> PI 0,063 1,505 0,69 0,491 0,000 no no yes No-effect (Non mediation)
B-P -> CE 0,115 4,162 B-P -> EV 0,312 8,352 EV -> CE 0,475 12,539 6,95 0,000 0,017 yes yes yes Complementary (Mediation)
B-P -> CE 0,115 4,162 B-P -> SV 0,087 1,979 SV -> CE 0,035 1,315 1,10 0,273 0,000 no yes yes Direct-only (Non mediation)
B-P -> CE 0,115 4,162 B-P -> FV_P 0,145 3,443 FV_P -> CE 0,316 9,343 3,23 0,001 0,005 yes yes yes Complementary (Mediation)
B-P -> CE 0,115 4,162 B-P -> FV_Q 0,001 0,030 FV_Q -> CE 0,129 4,322 0,03 0,977 0,000 no yes yes Direct-only (Non mediation)
B-P -> CE 0,115 4,162 B-P -> FV_H 0,032 0,775 FV_H -> CE 0,043 1,186 0,65 0,517 0,000 no yes yes Direct-only (Non mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> EV 0,108 2,792 EV -> WPM 0,381 7,249 2,60 0,009 0,000 yes no no Indirect-only (Mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> SV 0,068 1,516 SV -> WPM 0,062 1,717 1,14 0,256 0,000 no no no No-effect (Non mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> FV_P 0,038 0,887 FV_P -> WPM 0,277 6,120 0,88 0,380 0,000 no no no No-effect (Non mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> FV_Q 0,029 0,571 FV_Q -> WPM 0,074 1,922 0,55 0,585 0,000 no no no No-effect (Non mediation)
PR CSR -> WPM -0,005 0,143 PR CSR -> FV_H 0,319 8,031 FV_H -> WPM 0,109 2,274 2,19 0,029 0,000 yes no no Indirect-only (Mediation)
PR CSR -> WoM 0,047 1,373 PR CSR -> EV 0,108 2,792 EV -> WoM 0,423 9,151 2,67 0,008 0,002 yes no yes Indirect-only (Mediation)
PR CSR -> WoM 0,047 1,373 PR CSR -> SV 0,068 1,516  SV -> WoM 0,199 6,105 1,47 0,142 0,001 no no yes No-effect (Non mediation)
PR CSR -> WoM 0,047 1,373 PR CSR -> FV_P 0,038 0,887 FV_P -> WoM 0,289 6,787 0,88 0,379 0,001 no no yes No-effect (Non mediation)
PR CSR -> WoM 0,047 1,373 PR CSR -> FV_Q 0,029 0,571 FV_Q -> WoM 0,049 1,585 0,54 0,592 0,000 no no yes No-effect (Non mediation)
PR CSR -> WoM 0,047 1,373 PR CSR -> FV_H 0,319 8,031 FV_H -> WoM 0,045 1,048 1,04 0,298 0,001 no no yes No-effect (Non mediation)
PR CSR -> PI -0,005 0,155 PR CSR -> EV 0,108 2,792 EV -> PI 0,364 7,974 2,63 0,008 0,000 yes no no Indirect-only (Mediation)
PR CSR -> PI -0,005 0,155 PR CSR -> SV 0,068 1,516 SV -> PI 0,088 2,568 1,30 0,192 0,000 no no no No-effect (Non mediation)
PR CSR -> PI -0,005 0,155 PR CSR -> FV_P 0,038 0,887 FV_P -> PI 0,363 8,796 0,88 0,378 0,000 no no no No-effect (Non mediation)
PR CSR -> PI -0,005 0,155 PR CSR -> FV_Q 0,029 0,571 FV_Q -> PI 0,129 3,589 0,56 0,573 0,000 no no no No-effect (Non mediation)
PR CSR -> PI -0,005 0,155 PR CSR -> FV_H 0,319 8,031 FV_H -> PI 0,063 1,505 1,48 0,139 0,000 no no no No-effect (Non mediation)
PR CSR -> CE 0,062 2,169 PR CSR -> EV 0,108 2,792 EV -> CE 0,475 12,539 2,72 0,006 0,003 yes yes yes Complementary (Mediation)
PR CSR -> CE 0,062 2,169 PR CSR -> SV 0,068 1,516 SV -> CE 0,035 1,315 0,99 0,321 0,000 no yes yes Direct-only (Non mediation)
PR CSR -> CE 0,062 2,169 PR CSR -> FV_P 0,038 0,887 FV_P -> CE 0,316 9,343 0,88 0,377 0,001 no yes yes Direct-only (Non mediation)
PR CSR -> CE 0,062 2,169 PR CSR -> FV_Q 0,029 0,571 FV_Q -> CE 0,129 4,322 0,57 0,572 0,000 no yes yes Direct-only (Non mediation)
PR CSR -> CE 0,062 2,169 PR CSR -> FV_H 0,319 8,031 FV_H -> CE 0,043 1,186 1,17 0,241 0,001 no yes yes Direct-only (Non mediation)
bold  = significant at 0.05 level
path c path a path b Sobel test for path axb
Phi = philanthropy, B-P = business-practices, PR CSR = product-related CSR, EV = emotional value, SV = social value, FV_P = functional value price, FV_Q  =  functional value quality, FV_H = functional 
value healthiness, WPM = willingness to pay more, WoM = word of mouth, PI = purchase intentions, CE = company evaluation
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Appendix 10: Consumption value model of CSR effectiveness Green and Peloza 
(2011) 
 
 
